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Since China’s entry of WTO, the Chinese services market will be open to foreign 
capital step by step, and the field of education will be open without a limit. As a result, 
the enterprises of China, especially service firms, are confronted with the competitive 
challenge. How to survive and win in the competitive market is an urgent and important 
problem to be considered and resolved for every Chinese firm.  But we find that the 
importance of customer retention has been valued in the field of both academe and 
industry. Loyal customers are the source of competitive advantage, and that the bedrock 
of existence and development of any company.  
Firstly, this study defines the implied meaning of service loyalty and identifies a 
number of antecedents to service loyalty from both direct and indirect ways based on 
the review and critique of correlative research contributed by western scholars in the 
field of service marketing. Furthermore it advance the concept of customer perceived 
value to explain the antecedents to service loyalty. Secondly, it analyses how the 
consequence of customer loyalty can bring benefit to the company. Thirdly, introduce 
the macro-circumstance of the education industry and the situation of S education center, 
analyses of the problems and the reason in customer loyalty management exists in S 
Education Center. In the end, it summits a series of tactics about customer loyalty for S 
Education Center is proposed, which consists of four contents, namely: locating market 
and detailing customer correctly, setting up the mode of the service quality management, 
providing the total and specialized education service and building the staffs loyalty for 
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第一章  绪论 























业。根据 WTO 统计和信息局（SISD）分类，服务业包括 11 大类 150 多个分项。现
代服务业如信息技术、教育服务等已成为全球竞争的焦点，正成为推动各国经济
发展的强劲动力。 
                                          
①黄维宾.现代服务经济理论与中国服务业发展[M].成都:西南财经大学出版社,2003.P10-13. 
②贾昌荣.服务营销战[M].北京:中国经济出版社,2006.P5 












































                                          
①董兵.关于我国教育培训市场形成和发展的研究—宜昌市教育培训市场的个案分析[D].2004. 
②(美)菲利浦·科特勒，迪派克·詹恩等.科特勒营销新论［M］.北京:中信出版社,2002.P24. 








































                                          
①（英）斯蒂芬·A·巴斯彻.俱乐部运营［M］.孙路弘,陈叙译.北京:电子工业出版社,2005.P23. 

















































第二章  服务业客户忠诚内涵分析 






第一节  服务业客户忠诚的内涵界定 





是使用习惯造成的。Dick 和 Basu（1994）采用态度取向（Relative Attitude）
的概念对行为研究予以补充，认为只有当重复购买行为伴随着较高的态度取向时
才产生真正的客户忠诚。态度取向代表了一个客户对一项服务积极倾向的程度
（Azjen and Fishbein, 1980），也反映了将该服务商推荐给其他客户的意愿和对























表 2-1： 态度取向矩阵 
相对于竞争对手的态度的差别 
项  目 
无差别 有差别 
态度的 强 较低的态度取向 高的态度取向 
强度 弱 低的态度取向 较高的态度取向 
资料来源：格尔·费尼著. 客户忠诚[M].王秀华译.台北:朝阳堂文化专业有限公司.1996 年. 
 
表 2-2： 忠诚度的型态矩阵 
                 重复购买行为 
项  目 
高 低 
态度的 高 忠诚 潜在的忠诚 
取向 低 虚假的忠诚 不忠诚 





























第二章  服务业客户忠诚内涵分析 
为唯一选择对象的倾向”。而对于教育培训业而言，则意味着一个客户重复性购买
教育培训服务，并可能会宣传并带动亲友同学加入购买者行列中来。 

























                                          
①艾略特·艾登伯格.4R营销[M].文武，穆蕊，蒋洁译.北京:企业管理出版社,2003.P53-60. 
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资料来源：Blackwell, Szeinbach, Barnes,Garner and Bush.“The antecedents of Customer 
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① (美)Philip Kotler,Gary Armstrong.科特勒市场营销教育[M]. 俞利军译.北京:华夏出版社,2000.P7. 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
